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HOUSEKEEPING  
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▪ Call to order – Roll Call 

▪ Please remember to send biographies

▪ Bios not received by 3/11 will be published blank

▪ All lines will be muted during the meeting

• There is time for comment at the end of every agenda item

• We will take comments from the member attending in person first

• Next we will take comments from members on the phone

• Then we will take comments from the public attending in person

• Finally comments from the public on the phone

▪ Webinar participants: to make a comment “raise your hand.” You will be called 

on and unmuted

▪ Technical assistance can be addressed through the chat feature



AGENDA
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I. Call to Order and Agenda Overview

II. Covered California Updates

A. Open Enrollment 6 Recap

B. Legislative

C. Communications

D. Outreach & Sales

E. Marketing 

III. Break

IV. MOEA Advisory Members’ Feedback Discussion Forum

A. OE6 Outcomes and Lessons Learned

B. Increasing Awareness of Financial Assistance

C. Improving Retention in a “No Penalty” Environment

V. Closing 



Covered California Updates

Kathy Keeshen



OPEN ENROLLMENT 6 RECAP
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COVERED CALIFORNIA OPEN ENROLLMENT 2019
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Covered California 2019 Open Enrollment Early Analysis

https://hbex.coveredca.com/data-research/library/CoveredCA_2019_Open_Enrollment_Early_Analysis.pdf

https://hbex.coveredca.com/data-research/library/CoveredCA_2019_Open_Enrollment_Early_Analysis.pdf


WHILE COVERED CALIFORNIA’S TOTAL ENROLLMENT HELD 

STEADY, THE DROP IN NEW ENROLLEES IS A CONCERN AT 

THE STATE AND FEDERAL LEVEL
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Covered California’s drop in new 

enrollees of 24 percent 

surpassed the 16 percent decline 

in the 39 states represented by 

the federal marketplace. The 

decline in those states was on 

top of a 39 percent decrease in 

new enrollees between 2016 and 

2018, while California has 

maintained more new enrollees 

each year and a 200 percent 

healthier risk mix.

Comparing New Enrollment, 

Covered California and FFM, 2016-19, in millions

Covered California 2019 Open Enrollment Early Analysis

https://hbex.coveredca.com/data-research/library/CoveredCA_2019_Open_Enrollment_Early_Analysis.pdf

https://hbex.coveredca.com/data-research/library/CoveredCA_2019_Open_Enrollment_Early_Analysis.pdf


2019 OPEN ENROLLMENT EARLY OBSERVATIONS AND 

ANALYSIS
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• Impact of Penalty Removal: Fewer 

enrollments in Bronze plans and unsubsidized 

plans.

• Impact of Outside Factors: Substantial 

impact among populations where English is 

not the preferred spoken language:

• Mandarin speakers: 28% drop

• Spanish speakers: 29 % drop

• Korean speakers: 46% drop 



LEGISLATIVE UPDATE
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GOVERNOR NEWSOM’S BUDGET PROPOSAL
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▪ On January 10, 2019, Governor Newsom released his 2019-2020 Budget 

Proposal. Healthcare related provisions are as follows:

• State Subsidies and Individual Mandate- The Budget proposes to 

increase subsidies for those with income between 250 and 400% Federal 

Poverty Level and expand subsidies to those with income between 400 and 

600% Federal Poverty Level. These are expected to be funded by 

establishing a State individual mandate. 

• Medi-Cal Expansion for Young Adults Ages 18 to 25 Regardless of 

Immigration Status.

• Prescription Drug Cost Containment- The Budget proposes to use the 

State’s purchasing power to achieve a single-payer system for prescription 

drugs. 



GOVERNOR NEWSOM’S BROADER HEALTH CARE 

AGENDA
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In addition to the Governor’s budget proposal, Governor Newsom issued two Executive Orders and letter 

calling for federal legislative changes to empower state innovation and build on the foundation of the Affordable 

Care Act. 

▪ Executive Order- Single-Purchaser System for Prescription Drugs: Aims to address rising prices of 

prescription drugs by strengthening state’s bargaining power.

▪ Executive Order: California Surgeon General: California Surgeon General to address the root causes of 

California health challenges and inequities.

▪ Letter to the White House and Congressional leaders proposing for federal action to:

• Allow states to transform health care in their states through new state Transformational Cost and 

Coverage Waivers

• Build on the success of the Affordable Care Act by reinstituting the federal individual mandate penalty, 

improving affordability through enhanced federal financial assistance, and implementing a permanent 

federal reinsurance program.

• Avoid erosion of progress through policies such as promotion of short-term, limited duration insurance. 



RECENT STATE LEGISLATIVE ACTIONS
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Members of the California Legislature have introduced legislation aimed at 

expanding coverage and making it more affordable.

▪ AB 4 (Arambula) and SB 29 (Lara/Durazo) expand Medi-Cal coverage to all 

low-income adults regardless of immigration status.

▪ AB 174 (Wood) authorizes a personal income tax credit for qualified individual, 

as certified by Covered California, with incomes between 400 and 600 percent of 

the federal poverty level to help limit the percentage of income spent on health 

coverage. 

▪ SB 65 (Pan) requires Covered California to administer financial assistance to 

help low-and middle-income Californians access affordable health care 

coverage by capping consumer premium contributions, and reducing copays 

and deductibles for lower income consumers. 



AB 1810 AFFORDABILITY OPTIONS
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OPTIONS TO IMPROVE AFFORDABILITY IN CALIFORNIA’S 

INDIVIDUAL HEALTH INSURANCE MARKET
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▪ Developed pursuant to AB 1810 (Committee on Budget, Chapter 

34, Statutes of 2018), to develop and present options to improve 

affordability for low- and middle-income Californians to the 

Governor, Legislature, and Council on Health Care Delivery 

Systems.

▪ Five-month engagement of academic experts and Covered 

California’s Policy Division with a workgroup of stakeholders, 

legislative staff and broad community input.

▪ Report presents multiple options to improve affordability in the 

individual market building on tools of the Affordable Care Act.

▪ Report available at: https://hbex.coveredca.com/data-

research/library/CoveredCA_Options_To_Improve_Affordability.pdf

https://hbex.coveredca.com/data-research/library/CoveredCA_Options_To_Improve_Affordability.pdf


APPROACHES TO IMPROVE AFFORDABILITY
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▪ This report provides policy options to decision-makers on ways to 

enhance the Affordable Care Act, from restoring the individual mandate 

penalty to increasing the amount of financial help for hundreds of 

thousands of consumers. 

▪ Covered California developed two approaches, with each approach 

containing different options for implementation. 

▪ The approaches include expanding the amount of premium and cost-

sharing support for consumers, reinstituting a state-based individual 

mandate penalty and establishing a state reinsurance program. 



APPROACH 1- COMPREHENSIVE MARKET-WIDE 

AFFORDABILITY ENHANCEMENTS
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▪ Three policy options that build upon 

each other with the goal of enhancing 

affordability for all individual market 

enrollees. 

▪ Full implementation of Approach 1 

would achieve significant coverage 

gains. 

▪ These policy options vary in potential 

net state spending ranging from $2.1 

billion to $2.7 billion investment if all 

options were applied. 



APPROACH 2- TARGETED AFFORDABILITY 

ENHANCEMENTS
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▪ Presents several discrete options for 

enhancing affordability within specific 

income groups. 

▪ The second approach is more of an 

“a la cart” option for policy makers 

enabling them to prioritize policy 

objectives. 

▪ The targeted options generally result 

in lower enrollment gains compared 

to Approach 1. However, they are 

also less costly from a state budget 

perspective. 



Communications

Jagdip Dhillon



COVEREDCA.COM UPDATES
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▪ The web team identified a problem area on our 

website that had a higher than normal drop-off rate.

▪ To solve this problem, we developed a more 

consumer friendly experience to engage the user.

▪ This new design was thoroughly tested with 

consumers on mobile and desktop to ensure goals 

were met.

▪ Early analytics show a significant improvement over 

the previous experience.

▪ This is one of the first steps the team is taking to 

improve the overall experience on our website. All 

work is done in-house without the use of contractors.



“IN AN INSTANT” BUS TOUR WRAP-UP
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▪ The bus tour for OE6 was a success with the 

bus making 20 stops in diverse locales 

throughout the state.

▪ The dance theme provided a fresh hook for 

coverage for print and TV coverage along with 

an increased focus on social media. 

Bus tour wrap-up video

https://vimeo.com/311767358/fb2004882a


“IN AN INSTANT” BUS TOUR WRAP-UP
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▪ From Chico to San Diego, with the Bay Area and 

the Central Valley, covered in-between, the bus 

travelled over 2,000 miles to make sure 

Californians without coverage heard about all of 

the healthcare options available to them.

▪ The highlights included a stop in Huntington 

Beach at Huntington Beach George Balteria’s

Quote Selection Insurance Services, Peter V. 

Lee visiting African-American churches on “Big 

Sunday” before the Jan. 15th deadline and a 

stop at the headquarters of Asian Americans 

Advancing Justice the next day in downtown Los 

Angeles.



Outreach & Sales

Terri Convey



COVERED CALIFORNIA’S NAVIGATOR PROGRAM TODAY
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▪ $6.475 million annual program funding

▪ Over 100 awardees (42 lead Navigator grantees and 60 subcontractors) 

▪ Navigators enroll, educate, and provide assistance to consumers, and they conduct 

outreach activities including targeted population strategies, public enrollment, media, 

and publicity events

▪ Navigator grants are based on performance goals that count consumer plan selections 

and some but not all renewals

□ For 2018, about 40,000 consumers (2.5% of all enrolled on exchange) were enrolled 

through NavigaFor 2018, about 60,000 consumers (3.5% of all enrolled on exchange)



COVERED CALIFORNIA’S NAVIGATOR PROGRAM REFRESH
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Request for Application (RFA) for 2019 – 2022 to be released March 2019

▪ Navigator RFA selection criteria

• Geographic reach

• Ability to reach targeted populations (Latinos, African Americans, etc.)

• Ability to meet or exceed effectuated enrollment targets

• Outreach activities to include community events, paid, earned and social media 

▪ Current grantees must reapply; funding awards will be made in accordance with the RFA 

scoring methodology 

• Past performance will be part of the evaluation and scoring process

▪ Navigator grants will be awarded in increments of $25,000 with a minimum award at 

$50,000



NAVIGATOR PROGRAM REFRESH REWARDS 

PERFORMANCE 
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▪ Navigators receive enrollment goals 

▪ Navigator grant funds distributed in five equal payments with final 

payment to increase or decrease based on count of effectuated 

enrollment.  Can go up/down by $30 per effectuated enrollment if 

above/below goal

▪ Navigators receive outreach activities goals 

▪ RFA includes option to apply for additional funds to target one or more of 

four rural areas with low Navigator presence



NEW NAVIGATOR PROGRAM COUNTS EFFECTUATIONS 
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Plan Selections 

counted toward 

enrollment goal

New Effectuated 

Enrollments 

counted toward 

enrollment goal

Active Renewals 

counted toward 

enrollment goal

Passive 

Renewals 

counted toward 

enrollment goal

Events, Earned, 

Paid, & Social 

Media included 

in Scope of Work

OLD MODEL ✓ NO ✓ NO NO

NEW MODEL NO ✓ ✓ ✓ ✓



NAVIGATOR ENROLLMENT GOALS 
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▪ Lower goals based on 

decreased enrollment 

▪ Most current Navigators 

likely to receive same 

funding as today

▪ If individual mandate 

penalty returns and 

affordability measures 

increase enrollments, 

goals will be adjusted to 

reflect the new trend  

Grant 
Funding

Goal 
Amount CPE

Grant 
Funding

Goal 
Amount CPE

$50,000 286 $175 $300,000 1,714 $175 

$75,000 429 $175 $325,000 1,857 $175 

$100,000 571 $175 $350,000 2,000 $175 

$125,000 714 $175 $375,000 2,143 $175 

$150,000 857 $175 $400,000 2,286 $175 

$175,000 1,000 $175 $425,000 2,429 $175 

$200,000 1,143 $175 $450,000 2,571 $175 

$225,000 1,286 $175 $475,000 2,714 $175 

$250,000 1,429 $175 $500,000 2,857 $175 

$275,000 1,571 $175 

$175 CPE



NAVIGATOR OUTREACH ACTIVITY GOALS

27

Many paths to success – any 

combination will meet the 

requirement

Goals scale with grant size (50 

points per $50,000 grant)

Please send written feedback to: 
CommunityPartners@Covered.ca.gov

Category
Point(s) 

Earned
Qualifying Activity

Events 1
Each event reported (note: office hours do 

not constitute events)

Paid Media 1
Every $100 spent on advertising promoting 

Covered California enrollment

Earned 

Media
10 Each documented instance of earned media

Twitter 1
1 point earned per month for 4 tweets from 

account with min. 1,000 followers

Facebook 1 1 point earned per month (max) for 2 posts

Instagram 1 1 point earned per month (max) for 2 posts

LinkedIn 1 1 point earned per month (max) for 2 posts

mailto:CommunityPartners@Covered.ca.gov


NEW FUNDING TO REACH TARGETED AREAS
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Navigators may apply to receive $25,000 funding above core funding 

to target one of four rural regions

META-REGIONS # OF TARGET ZIP CODES TOTAL POPULATION 2017

Greater Yosemite 10 46,091

San Bernardino County 8 34,885

North of Redding 8 26,270

Sierra Foothills 11 47,630

Grand Total 37 154,876



Marketing

Jennifer Miller & 

Yuliya Andreyeva



SE19 MARKETING UPDATE

Yuliya Andreyeva
Consumer Marketing and Advertising



MARKETING PARAMETERS   
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Special Enrollment Campaign Phase 1:  1/19/19 – 6/30/19

• Rolling launch with full campaign in market as of 1/28/19

• Budget: $2,372,001

Target Audience: 

• A26-54 who have had a Qualifying Life Event

Campaign Objective:

Motivate consumers who are experiencing a life changing event to find out if they qualify, compare 

options, and choose a health insurance plan through Covered California

Segments:

• Multi-Segment

• Hispanic (in language)

• Asian (in language - Korean, Mandarin, Cantonese, Vietnamese)

• African American



MEDIA OBJECTIVES & CHANNELS
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Media Objectives:

• Drive qualified traffic to CoveredCA.com to encourage enrollment

• Generate awareness of Covered California to keep brand top-of-mind

Channel strategy: Prioritize media channels that encourage driving qualified traffic to the website 

without sacrificing reach/awareness & build upon historical campaign learnings.

CHANNEL MARKET COVERAGE BY SEGMENT

Radio MS: Statewide (streaming)

HM: Statewide (streaming)

AA: LA, Riverside-San Bernardino, SF & Sacramento (terrestrial)

API: LA & SF (terrestrial)

Digital MS, HM & AA: Statewide

Paid Social MS, HM & AA: Statewide

Paid Search MS & HM: Statewide



MESSAGING STRATEGY    
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Calls to action point to CoveredCA.com and 
include support points:

Availability of free local help
Availability of financial help
Limited enrollment window

Continue to leverage the “It’s Life Care” brand platform and build on the  “Life Can Change in an 

Instant” ad campaign:

• Momentum built from OE 

• Campaign tie in and recognition

• Aligns with life changing events that may qualify for Special Enrollment

Primary messages: 

• Showcase the main qualifying life events: 

• Loss of health coverage

• Moving

• Marriage

• New Baby

• Position Covered CA as an alternative to COBRA

Supporting messages:

• Financial Help / Affordability                   

• Limited Window

• Brand-name Plans                                  

• Expert Help                                
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RADIO

• Leverage existing creative assets

MS & AA HM API

Breaking News She SaidSoccer
I Once Was Lost

One Moment

One Moment

Unexpected

Note: See appendix to find in-language radio scripts.
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DIGITAL

• New creative with typographic style. 
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• Creative served in 5 sizes, 

including mobile.

• Optimize towards engagements for 

prospecting and account creation 

for retargeting.

• Test, learn & optimize throughout 

the campaign.

DIGITAL Prospecting

Lost Coverage Continuous CoverageGeneral Life Events

Retargeting

Compare Plans Financial Help Limited Window

End 

Frames
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Testing high impact units:

• YouTube Bumpers: will utilize standard banner animation to create :06 videos 

• Interstitial: Encourage engagement via an interactive experience in the form of a game

DIGITAL - HIGH IMPACT 



SOCIAL
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Content Strategy:
• Qualifying Life Events

• Coverage Benefits/education

• Healthy Choices/Life Care

• Customer Service

Targeted posts to 

people having life 

changing events

Platforms:
• Engage target audiences with 

always-on approach across all 

social channels in English and 

Spanish. 

• Add LinkedIn to reach those who 

may have lost employer-based 

coverage. 



COLLATERAL
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Collateral available in English and Spanish



APPENDIX
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MASTER FLOW CHART
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MEDIA: MULTI-SEGMENT

Media: Hispanic 

MS paid search campaign includes HM Spanish keywords
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MEDIA: Asian

MEDIA: African American 
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MS/AA RADIO SCRIPTS 

I Once Was Lost :30

Ambient noise begins

VO: I never planned on losing my job, but we all know life can 
change in an instant.
And losing my family’s health insurance was an even tougher pill to 
swallow.

So I looked into COBRA, but too pricey. Then I found out I could 
enroll through Covered California – where I was able to choose 
from good health insurance companies I’ve actually heard of. I 
even got help paying for it.

Ambient noise fades out, music during ANNCR

ANNCR: There’s a limited time to qualify after losing your 
insurance, so check out CoveredCA.com today.

Covered California. It’s more than just health care. It’s life care.

One Moment :30

Music throughout entire spot

VO: Covered California knows that one moment can change your life.
That moment you say I do. That moment you meet your baby for the first time.
Or even that moment you lose your job, and your health insurance along with it.

For those times when life changes, we’ve got you covered. Covered California lets you 
choose from brand name health plans, and you may even get help paying for it.

Your enrollment period is limited, so find out if you qualify by getting free expert help 
at CoveredCA.com today.

Covered California. It’s more than just healthcare. It’s life care.
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HM RADIO SCRIPTS 
Soccer

SFX: Stadium / people cheering

SFX: We hear two sports commentators 
narrating a game

Commentator 1: So, you lost your insurance! 
You lost, you lost your insurance! 

Commentator 2 (as he is narrating a play 
that will end up in goal) Wow! You lost your 
insurance! Pass to, you lost your insurance! 
You lost your insurance, it shoots! You lost 
your insuraaaaaaance!

ANNCR: It's hard to think of anything else 
when you lose your health insurance. That's 
why Covered California gives you the 
opportunity to apply for a new health plan if 
you lost your coverage.

The enrollment period is limited and 
financial help is available. For more 
information, visit CoveredCA.com/español.

She Said

SFX: Sweet Song
ANNCR: She said
Woman: Darling we are Pregnant!

Music stops
ANNCR: You heard
Woman: Darling we are not insured!

SFX: Sweet Song
ANNCR: Then she said
Woman: Now, what name do we choose!

Music stops
ANNCR: And you heard
Woman: Now, what are we going to do!

ANNCR: Life can change in an instant. That’s 
why Covered California gives you the 
opportunity to get health insurance if you 
lost your coverage, got married, moved, or 
had a child.

The enrollment period is limited and financial 
help is available. Get informed at 
CoveredCA.com/español.

Breaking News

SFX: Breaking news SFX + ANNCR: Breaking 
with insurance news (intent, but not exact 
translation).

SFX:  We hear two news reporters.

Anchor: You lost your insurance, lost, lost 
your insurance, back to you Laura.

Reporter: Thank you Luis, you lost your 
insurance, lost your insurance.  I am, you lost 
your insurance, reporting from you lost your 
insurance.

ANNCR: It's hard to think of anything else 
when you lose your health insurance. That's 
why Covered California gives you the 
opportunity to apply for a new health plan if 
you lost your coverage.

The enrollment period is limited and 
financial help is available. For more 
information, visit CoveredCA.com/español.
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API RADIO SCRIPTS 

One Moment :45

AVO: Covered California knows that one moment is all it takes to 
change your life. That moment you say I do. That moment you 
meet your baby for the first time. Or even that moment you lose 
your job, and your health insurance along with it.

For those times when life changes, we got you covered. Covered 
California lets you choose from brand name health plans, and you 
may even get help paying for it.

The enrollment period is limited. To see if you qualify and to get 
free help, find a local health insurance
expert at CoveredCA.com/Chinese, or call 800-300-1533 today.

It’s more than just health care, it’s Life Care.

Unexpected :45

MAN: I never thought it would happen to me, but it did. I lost my job and with it, my 
health insurance too.
Just like that my life changed. And COBRA? I looked into it, and it was really 
expensive.

But at Covered California, I was able to find the right health insurance for me and 
even get help paying for it. I didn’t think I would qualify for financial help, but I did.

AVO: If you lost your health coverage, Covered California gives you the opportunity to 
apply for a new health plan.

AVO: This enrollment period is limited. To see if you qualify and to get free help, find 
a local health insurance expert at CoveredCA.com/Korean, or call 800-738-9116 
today.



RESEARCH FINDINGS

Jennifer Miller
Research and Member Communications



Major Findings from the 2018 California Health 

Insurance Awareness Study (CHIAS)
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Methods Overview

▪ Data collected thru web surveys, February-March 2018;

▪ n = 3401 CA legal residents aged 26-54 involved in coverage decision making

▪ Uninsured + insured from all sources

▪ English and Spanish languages

▪ Mixture of probability (representative) and non-probability sampling

▪ Main analytical focus: 

▪ Population segments relevant to individual insurance market: Subsidy-

eligible and non-subsidy eligible uninsured + Covered California and off-

exchange insured 
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Major Findings from the 2018 CHIAS

1. Among the uninsured, deficits persist in basic knowledge 

about Covered California; knowledge is higher among the 

Covered California insured

▪ Majority of uninsured are incorrect or unsure about basic facts 

▪ e.g. preventive care and pre-existing condition coverage 
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Major Findings from the 2018 CHIAS
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DO NOT INCLUDE PREVENTIVE 
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UPS) .  (PERCENT FALSE)

THE LAW  HAS CHANGED AND IN  
THE FUTURE YOU DON’T HAVE 
TO PAY A  PENALTY FOR NOT 
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COVERAGE.  (PERCENT TRUE)
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YOU CAN’T GET HEALTH 
INSURANCE THROUGH 

COVERED CAL IFORNIA  IF  YOU 
HAVE A  PRE -EXISTING HEALTH 
CONDITION.  (PERCENT FALSE)

COVERED CAL IFORNIA  IS  ONLY 
FOR PEOPLE POORER THAN 

ME.  (PERCENT FALSE)



52

Major Findings from the 2018 CHIAS
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COVERED CAL IFORNIA  OFFERS FREE,  IN -PERSON HELP IN  
ENROLL ING.  (PERCENT TRUE)

COVERED CAL IFORNIA  HELPS PEOPLE SHOP FOR DIFFERENT 
BRAND-NAME HEALTH PLANS.  (PERCENT TRUE)

BASIC KNOWLEDGE ABOUT COVERED CALIFORNIA

Covered California Subsidy-Eligible Covered California Non-Subsidy-Eligible Off-Exchange Uninsured Subsidy-Eligible Uninsured Non-Subsidy-Eligible
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Major Findings from the 2018 CHIAS

2. There is confusion about financial help availability

▪ Large majorities of uninsured either don’t know if they are subsidy-

eligible, or falsely believe they are not 

▪ Only a small proportion have actually checked with Covered 

California

▪ Knowledge levels about how to check are low among the uninsured
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

3. Normalizing annual checks on eligibility for financial 

help: we have more of the uninsured to reach

▪ Where we stand now: 50-60% agree on its importance  
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

4. Overall impressions of Covered California are mixed

▪ More than 70% of Covered California insured have a favorable 

overall impression of Covered California

▪ Among other segments, the percentages are in the 60’s and the 50’s
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

5. The Covered California brand: The brand is associated with 

the idea of affordable coverage, but consumers also believe 

the Covered California plans are too expensive
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

6. The Covered California brand: scores high on helpfulness 

and trustworthiness 
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

53

33

10

4

57

27

10

6

55

23

10
12

32

28

11

29

51

26

8

15

AGREE NEUTRAL DISAGREE DON'T KNOW /NON -RESPONSE

Covered California Subisdy-Eligible Covered California Non-Subsidy-Eligible Off-Exchange Uninsured Subsidy-Eligible Uninsured Non-Subsidy-Eligible

RESPONDENT AGREEMENT THAT COVERED CALIFORNIA IS TRUSTWORTHY



66

Major Findings from the 2018 CHIAS

7. The Covered California brand: on ease of use, brand 

associations are positive on ease of contact, but some find it 

a hassle to apply
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

8. General attitudes toward insurance: many of the uninsured 

have questioning views 

▪ Among the uninsured, more than 4 in 10 among subsidy eligible (Spanish-

dominant) are not convinced insurance is worth having

▪ Among the uninsured, only about half of non-subsidy eligible, and 4 in 10 of 

subsidy eligible, believe applying for coverage is worth the time

▪ Among the uninsured, subsidy eligible (Spanish-dominant) hold less positive 

views about insurance across the board on our insurance attitudinal 

measures—e.g. insurance as way to manage risk, experience with insurance 

paying for past care, peace of mind benefit
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

9. Covered California website satisfaction scores benchmark 

similar to other website scores
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS
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Major Findings from the 2018 CHIAS

10. Covered California toll-free number satisfaction scores 

benchmark somewhat lower than other service center scores
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2019 CHIAS Survey

▪ 2019 survey currently in progress 
▪ Sample size – increase in sample size from 2018: n= 3,577

▪ 26-54 year old, California legal resident involved in insurance making decisions

▪ English and Spanish languages

▪ Sample sources: probability and non-probability based

▪ Sample groups:

– Insurance status: Uninsured and Insured

– Hispanic Ethnicity by Spanish Dominance

– Race – African American, Asian or Pacific Islander, and Other

– Rural Status – Rural/Not Rural

▪ 2019 survey results analysis to be conducted in April – June



2016 Data – To Be Updated in 2019



2016 Data – To Be Updated in 2019



Break

10 Minutes



MOEA Advisory Members 

Feedback Discussion

George Balteria



OE6 OUTCOMES AND LESSONS LEARNED
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▪ What was your experience this enrollment?

▪ Carrier

▪ Consumer Advocates

▪ Agencies

▪ Enrollers

▪ Public charge: quantifying the effects and what can be done to 

influence affected populations to enroll/maintain coverage.

▪ What specific populations should we (agents, enrollment assisters, 

advocates) be outreaching/in-reaching to right now?



INCREASING AWARENESS OF FINANCIAL ASSISTANCE

88

▪ Has there been any improvement in awareness? 

▪ Where is this messaging most effective?

▪ What is the best way to get in front of a consumer that is not aware 

of financial assistance? 

▪ Who is the community that needs this education the most? 



IMPROVING RETENTION

89

▪ How was the retention experience in your organization?

▪ What can be done to increase retention?

▪ What are the current procedures in the call center if a person 

calls to cancel?



Closing

Thank you!



APPENDIX



BENCHMARK COMPARISON FOR ESTABLISHING 

FUNDING FOR NAVIGATORS

92

▪ Covered California cost per acquisition 

benchmark (CCA CPA) of $82 is based 

on marketing expense as a share of 

lifetime value of account annualized

▪ $25/hr basis for hour’s salary 

benchmark

▪ Weighted average agent commission 

is $132 per member per year

▪ 2017-18 average funding vs. new 

model productivity equals $155 for 

today’s Navigator funding benchmark
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Agent
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Average CPE

7 hours'
salary

Cost Per Effectuation

Total Navigator Grant assuming 41,000 effectuation basis - $3.8MM    $4.4MM     $5.3MM     $5.5MM    $6.1MM    $6.3MM    $6.8MM

Grant as a % of Covered California 2018-19 $340MM budget - 1.1%         1.3%            1.6%         1.6%        1.8%        1.8%         2.0% 



COVERED CALIFORNIA NAVIGATOR PROPOSED SCOPE 

OF WORK 2019-2022

93

▪ The following is a broad scope of the major expectations of Navigator organizations. 

▪ Agree to a performance goal, assist consumers enroll with Covered California, and 

maintain expertise in eligibility and enrollment

▪ Submit strategic work plan and campaign strategy, submit bi-monthly reports, collaborate 

with Covered California staff on outreach efforts, and serve underserved or vulnerable 

populations

▪ Ensure consumer assistance is culturally and linguistically appropriate for population 

served, accessibility to consumers with disabilities, and that no consumer is left behind

▪ Ensure that counselors comply with program requirements such as annual training and 

certification, following policy, and maintaining active contact information

▪ NEW FOR 2019 – Promote Covered California eligibility and enrollment through 

earned media and social media platforms, and report key metrics on a bi-monthly 

basis



NEW FUNDING TO REACH TARGETED AREAS

94

▪ Navigators currently reach 72% of population within 15-minute drive time

▪ Navigators + uncompensated Certified Application Entities reach 91% of 

population within 15-minute drive time

▪ Densely-populated urban areas have an adequate certified counselor 

presence

▪ Identified 37 zip codes that are not within 15-minute drive time of 

certified counselor locations where total resident population in zip code 

exceeds 1,000 people

▪ Grouped zip codes by meta-region to establish “sales territories” for pilot 

project


